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Abstract
　The use of social media platforms, especially Instagram, by young Muslim immigrants in the West 
has reinforced the evolving lifestyle of the young generation of Muslims, including their style of dress. 
Fashion itself has always been seen as a mode of self-expression, including for Muslim women. Taking 
the hijab, which is viewed as a symbol of the oppression of women by some in Western society, as 
the main symbol of Muslim women, some Muslim women have chosen to incorporate it with Western 
fashion styles and have confidently posted pictures of their activities with the hijab on their Instagram 
accounts. These Muslim women demonstrate their integration by creating a connection with their non-
Muslim American followers, often receiving positive comments on their photos. The emergence of 
the hijab as a fashionable item has provided an opportunity to examine the hijab as a Muslim symbol 
in new ways. It is not only a symbol of modesty, as it was once perceived to be. The hijab has also 
become a part of fashion, one that Muslim women can use to discuss their identities.
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　The rapid flow of Muslim migrants into the 
Western world, particularly to the United States, 
has increased the scale of Muslim consumers’ 
lifestyle throughout the world and created 
various contents in the mass media focusing on 
Muslims. Ever since the opening of the Hart-
Celler Immigration and Nationality Act in 
1965, the number of Muslim immigrants in the 
United States has grown by large numbers. The 
number of Muslims is increasing further with 
the addition of the second and third generations, 
who were born in the United States. As shown 
in Figure 1, Muslim immigrants in the United 
States have continued to grow over the past 
decade. “It is estimated to keep growing 
because Muslims are younger （by 13 years, 
on average） and have higher fertility （one 
child more per woman, on average） than other 
Americans” （Mohamed, “A New Estimate of 
U.S. Muslim Population”）.
　According to Beta and Hum, “the spread of 
Muslims in the Western world has become a 
factor that helps the Muslim lifestyle media to 
evolve and the Muslim mediascape to spread 
globally”（2011）. This evolving lifestyle media 
has affected mostly a younger generation 
of Muslim immigrants, which has become 
more open than the older generation. More 
particularly, the use of social media platforms, 
such as Facebook, Instagram, Twitter and 
Snapchat, by younger Muslim migrants has 
reinforced the evolving lifestyle of Muslim 
younger generation including their fashion style. 
This paper will focus more on the fashion style 
Figure 1. Number of Muslims in the U.S. continues 
to grow. Source : “A New Estimate of U.S. Muslim 
Population.” Pew Research Center, Pew Research Center, 
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created by Muslim women from immigrant 
families in the United States through their social 
media accounts, namely Instagram, and evaluate 
how their integration processes have been 
reinforced by blending the hijab and Western 
fashion.
2 . Literature Review on Muslim Women 
Fashion Style
　A fashion style incorporates all aspects that 
create an individual’s appearance, such as 
clothes, accessories, make-up, shoes, bags, etc. 
Fashion itself is seen as way of self-expression 
both in  Western wor ld  and in  Mus l im 
community. According to Lang, it has become 
“important for people to ensure that the way 
they dress up is accepted by a particular culture 
or society of which they want to become a part 
of” （1961, 563）. Fashion also “communicates 
one’s self-identity” （Lang and Lang, 1961, 563）. 
Individuals who adopt new fashion trends are 
actually conveying their identities while also 
trying to be accepted into their societies.
　Muslim women dress according to the 
teachings of the Quran. The Quran gives an 
explanation of how Muslim women should 
dress and how they should cover their hair 
and body in order not to draw men’s attention. 
The cover is called the hijab, which also has 
another meaning － curtain or “barrier of spatial 
dimension” （Hargreaves and Vertinsky, 2007, 
78）. Despite the differences in the forms of hijab 
used to cover the body and hair, all Muslim 
scholars agree that Muslim women need to 
cover the hair with fabric and a loosely shaped 
dress which covers all the body parts except 
the face and the hands.
　The hijab, as a symbol of Islam, has “reflected 
［the］ identity of the Muslim woman and 
helps her being identified as belonging to the 
Muslim community while also showing their 
commitment to Islam” （Dunkel, Davidson, 
and Qurashi, 2009）. The wearing of hijabs of 
different forms in Muslim society indicates the 
degree of devotion towards Islamic teachings. 
Muslim women who cover all body parts, 
including the face, with a black garment are 
considered the most pious among other Muslim 
women. Women who cover their hair with 
shorter, lighter and more colourful forms of 
fabrics are often considered as more open. While 
in the Muslim societies, the wearing of the hijab 
has various forms and meaning, for non-Muslim 
society, the hijab is mostly considered as a form 
of oppression of women’s right.
　Non-Muslim perception often views the hijab 
in terms of “gender inequality and women’s 
oppression”（William and Vashti, 2007）. As 
demonstrated by research by Sniderman and 
Hagendoorn, a “key aspect of the current 
hostility towards Muslim groups is a gender-
based conflict of values between Western and 
Muslim societies that concerns both the role 
and the treatment of the respective group 
of women”（2007）. However, a l iterature 
review on the hijab gives two different views 
on oppression and independence in Muslim 
women. The first view sees the “hijab as the 
visual representation of patriarchal dominance 
and oppression” （Papanek, 1973, 289－325）. 
The second view perceives “the wearing of 
［the］ Hijab as a manifestation of independence 
and empowerment” （Alvi et al., 2009）. The 
association of the hijab as a form of oppression 
for most Westerners is mainly related to the 
cloistering function of the hijab, which covers 
most of the body parts of a Muslim woman in 
order not to attract men’s sexual attention. For 
Muslim women, the hijab can be a manifestation 
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of independence and empowerment, especially 
in countries where wearing the hijab is 
uncommon.
　Countering the stereotype of an oppressive 
religion, some Muslim women have tried to 
incorporate the hijab and Western fashion styles 
while living their daily lives. They have created 
a blend of the hijab and fashion to express their 
identity, both as Muslims and migrants who 
are able to integrate themselves into their host 
societies. They also try to show that wearing 
the hijab is not a form of oppression, but rather 
their choice as independent women, and that 
the hijab is part of fashion for Muslim women. 
These Muslim women demonstrate their 
integration process on their Instagram accounts 
by displaying photos of their styles and making 
connections with their American non-Muslims 
followers.
3 . Social Integration in the Online Context:
　Instagram
　Several studies indicated that social media has 
an important role for the integration process 
of the immigrants into their host society. 
According to Mejias “social media can affect 
the society and the relation of the people within 
it”（2010）. According to Park, Song, and Lee 
“social media can resolve cultural differences 
from different ethnic groups in society, which 
can positively influence the integration”
（2014）. Another study by Sawyer and Chen 
has revealed that “social media can facilitate 
the adjustment to a new culture by allowing 
interaction and communication with both people 
from the home country and the new host 
country”（2012）. In addition, Newman has found 
that “social networking sites provide information 
to make social comparisons especially among 
adolescent[s]. By checking in ‘friends’ or [by] 
following people, a person can assess whether 
his or her life is as successful as those of others” 
（2015, 70）. Nowadays, people around the world 
consider their social media accounts important 
tools of communication; according to Clement in 
Statista.com, there are approximately “2 billion 
internet users who are using social networks” 
（Clement, “Global Social Media Ranking 2019”） 
with Facebook having 2 billion users, You Tube 
1.9 billion and Instagram 1 billion.
　According to the Pew Research Centre, the 
share of the young adult population in the 
United States who have Instagram account is 
the highest as compared to other social media 
platforms. This is shown in Figure 2.
　About 75% young adult Americans have 
an Instagram account （Perrin, “Share of U.S. 
Figure 2. Share of US adults using social media 
platforms. Source: “Share of U.S. Adults Using Social 
Media, Including Facebook, Is Mostly Unchanged since 
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Adults Using Social Media, Including Facebook, 
Is Mostly Unchanged since 2018”）. “Instagram 
is an online photo-sharing service that enables 
users to take pictures with their mobile devices, 
add a variety of filters, and post those pictures 
to a stream”（Junco, 2014, 26）. Instagram, 
which can reach a stream of many people 
without requiring much effort to be noticed 
in an online platform, made it used widely by 
young people worldwide, including by young 
Muslim immigrants. Thus, it can be concluded 
that social media may promote the integration 
process for minority immigrants.
4 . The Emergence of the Hijabistas on 
Instagram
　Social media platforms, especially Instagram, 
include various hashtags with images and stories 
on Muslim women’s fashion ; in their looks, they 
mostly wear a fashionable and stylish hijab 
（contrasting with the Arabian hijab style with 
a burqa）, combining it with Western styles and 
brands. Over 4.2 million posts have a “hijabista” 
hashtag. Although the wearing of the hijab 
varies, based on the different countries and their 
cultural backgrounds, hijabistas all around the 
world can mostly be recognised by the vibrant 
colours of the hijab and make-up, and by their 
Western-style outfit choices. The emergence of 
these creative hijab trends can be read as an 
expression of independence within the young 
Muslim women ; they are expressing both their 
“fashion tastes that commonly adhered in every 
woman”（Simmel, 1957） and their personal faith 
in society. According to Ritzer, “wearing the 
hijab in innovative forms, mostly by combining 
it with high or fast fashion items, is an example 
of cultural hybridization”（1993, 221）. In this 
context, the emergence of hijabistas, which 
can be traced back to a fashion show event 
created by a group of hijabistas students at 
the University of California Irvine in 2007 
（Bose, “Hijabistas: Inside the World of Muslim-
American Fashion”） aims to show that they 
are more able to adapt to their host societies 
than the older generation, and that the younger, 
educated Western Muslims are becoming more 
tolerant than the older generations.
　Therefore, through online networks, this 
group of women manages to maintain virtual 
communities through the use of hijab fashion. 
The currently trending posts on hijab fashion 
also give a new meaning to the hijab as a 
symbol of the Islamic faith. According to 
Beta, the “hijab is not the symbol of modesty 
anymore but that of the ways in which women 
can speak about themselves with the help of 
fashion”（2014）. For some ulemas （Islamic 
preachers）, wearing the hijab with make-up 
and fashionable Western outfits is considered 
as running against the modesty value of 
Muslim women outfits. However, although the 
interpretation of Muslim women outfits from the 
Quran can diverge, the Quran itself does not tell 
women to cover their face or to wear only dark 
colours, as mandated by some extremist groups. 
There is never any requirement for Muslim 
women not to put make-up on their faces or 
wear any form of fashion styles as long as it 
covers what the Quran requires （hair and other 
body parts covered, except the hands and feet）. 
Thus, the wearing of hijab fashion has become 
a tool for integrating the different values of 
Muslim and Western culture, particularly in the 
United States.
5 . Ten US Hijabistas
　This paper will take ten hijabistas in the 
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United States that represent Muslim woman 
who take part in the society within their 
host country and develop relationship with 
people. The ten Muslim women involved in 
this study come from immigrant families from 
Middle Eastern and African countries. The 
first is Melanie Elturk. Elturk’s parents are 
immigrants from Lebanon; however, Elturk 
herself was born and raised in Michigan. She 
created an American hijab brand, called Haute 
Hijab, in 2010. The company has been growing 
worldwide, and Elturk has been honoured 
as one of the Inc’s Female Founder 100 List 
in 2019 （Ali, “Talking with Melanie about 
Being Named to Inc’s Female Founders 100 
List”）. Elturk’s Instagram account has 301,000 
followers.
　The second is Aysha Harun.  Harun’s 
family originally came from Ethiopia. She was 
born in Toronto in 1995, and moved to Los 
Angeles after marrying an American Muslim 
man. Aysha works as a content developer for 
YouTube and Instagram. She was recognised by 
YouTube in the company’s Women To Watch 
Campaign in 2018. Her Instagram account has 
205,000 followers. 
　A United States’ fencing athlete, Ibtihaj 
Muhammad, is the third representative of 
Muslim women for this study. Ibtihaj was born 
in New Jersey on December 4, 1985. She won 
the bronze medal in the 2016 Summer Olympics, 
and is known as the first woman to wear a 
hijab while competing for the United States 
in the event. She has also become a sports 
ambassador for the US to empower women and 
girls through sports initiative. In 2017, Mattel 
Inc. created a Barbie doll in a hijab which was 
designed following to Ibtihaj Muhammad’s 
appearance. She was also involved in New York 
Fashion Week in 2018 for Laureus Sport for 
Good USA. Ibtihaj has 341,000 followers on her 
Instagram account.
　The fourth is Linda Sarsour, who is known as 
a US political activist and author. Sarsour was 
born in New York in 1980 into a Palestinian 
immigrant family. Sarsour was a co-chair of 
the Women’s March in 2017 and 2019. She 
has campaigned for Palestinians in the Israeli-
occupied territories and is supported by some 
progressivists in the United States. She has 
written a book, entitled We Are Not Here to 
Be Bystanders, which was published in March 
2020. Sarsour’s Instagram account has 158,000 
followers.
　The fifth is Summer Albarcha, who was born 
in Ohio in 1997 to a Syrian-descendant parents. 
Albarcha has worked as a fashion blogger since 
2012. She was one of the women featured in 
Marie Claire’s 2015 article "12 Muslim Women 
Shatter Stereotypes by Showing Off Their 
Style." （“Learn about Summer Albarcha”）. In 
2017, she appeared on the catwalk in a fashion 
show by Karlie Kloss, an American model and 
designer. Albarcha’s Instagram account has 
563,000 followers from all over the world.
　Following Albarcha is Leena Snoubar, who 
also has worked as a fashion blogger. Snoubar 
was born and raised in Texas and comes from 
a Palestinian immigrant family. She also works 
as a part-time labour and delivery nurse, but 
her main activity is blogging online. Snoubar 
has collaborated with some beauty products in 
her online platforms. In 2019, she collaborated 
with Olay Body to encourage a positive body 
image among women. In 2019, Snoubar also 
was nominated for a Streamy Award, an award 
for the world’s best online video creators by 
YouTube. Snoubar has 916,000 followers on her 
Instagram account.
　The seventh Muslim women immigrant 
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representative for this study is Dr Noor Amra, 
an American board-certified ophthalmologist 
in Orange County, California. She was born 
in California to a Syrian immigrant family. 
Besides being an ophthalmologist, Dr Noor 
Amra also uses her Instagram account to share 
her view of hijab fashion. She has collaborated 
with Haute Hijab, an American hijab brand, 
to encourage Muslim women “to pursue their 
dreams and not let the wearing of hijab stand in 
the way of dream” （Staff, “Heritage Collection 
Changemaker Spotlight－Dr. Noor Amra”）. Her 
Instagram account has 63,500 followers. 
　The eight representative for this study is 
Noor Tagouri. Tagouri is American journalist 
from a Libyan immigrant family. She was 
born in West Virginia in 1993. She is known 
as an activist and a movie producer of the 
documentary series The Trouble They've Seen : 
The Forest Haven Story in 2016 （Tagouri, “How 
We Made #TheForestHavenStory Happen”）. 
In the same year, Tagouri also appeared in 
Playboy with her hijab fashion style. Tagouri’s 
unique style led to her being recognised by 
international fashion brands, such as Burberry, 
as an brand ambassador in 2019 （Nabbout, 
“Luxury Hijab Fashion: Veiled model to feature 
in Burberry's 2019 campaign.”）. Tagouri’s 
Instagram account has 564,000 followers.
　Following Tagouri is an American fashion 
model, Halima Aden. Aden was born in a 
refugee camp in Kenya, and moved to the 
United States at the age of six, in 2004. In 
2016, she competed in the Miss Minnesota 
USA pageant, and appeared on various fashion 
shows around the world, such as Milan Fashion 
Week in 2016, and New York Fashion Week 
in 2017. Aden also became the first Muslim 
women wearing a hijab to be featured in 
British Vogue. In April 2019, Aden became the 
first model to wear the hijab and burkini in 
American magazine, Sports Illustrated Swimsuit. 
Aden’s appearance for Western fashion brands 
is appreciated not only by Muslim women, but 
also by many people in the world’s fashion 
industries. Aden’s Instagram account is followed 
by 1.1 million followers from all over the world.
　The last representative for this study is 
Dr Fatima Fahs. Dr Fahs’ family came from 
Lebanon; however, she was born in Michigan 
in 1990. She graduated with a bachelor’s in 
biology and a minor in art. Dr Fahs works as 
a dermatologist and is also known as a hijab 
fashion enthusiast in her Instagram account. 
Apart from working as a dermatologist, she likes 
to incorporate the hijab style and make-up into 
her looks. Currently, Dr Fahs is the President of 
American Medical Women Association （AMWA, 
“Fatima Fahs”）. Dr Fahs has 32,500 followers 
on her Instagram account.
　Taking these cases of Muslim women, the 
literature reveals an “evolution on ［the］ hijab 
and fashion blend for both to affiliate to their 
Muslim communities and to outreach across 
wider society”（Janmohamed, 2016, 13） with 
various messages. Quoting Aden : “I’m Muslim, 
but it’s not about ISIS, it’s not something bad, 
it’s something positive. We had women in the 
past in our community. But we never really 
had somebody presented in fashion. So for 
young girls it’s about having representation in 
mainstream media through fashion” （Pithers, 
“Meet Halima Aden, The First Hijabi Model On 
The Cover Of Vogue.”）. When these ten women 
captivate the online media with their wearing 
of the fashionable hijab style, they demonstrate 
their capabilities to integrate themselves into 
their host society better than those who resist 
the influence of Western cultures.
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6 . Methodology 
　The focus of this paper is on the role of 
hijab fashion in helping Muslim women from 
immigrant families be socially integrated into 
their host society. This can be seen through 
their interaction with other people from 
their host society via the social networking 
account Instagram.  Fr ideres and Bi les 
define social integration as “a dynamic, long-
term, and continuous two-way process of 
mutual accommodation, not a static outcome. 
It demands the participation not only of 
immigrants and their descendants but of every 
resident” （2012, 167）. Alexandra Mittelstadt 
describes four dimensions of social integration: 
acculturation; interaction; identification; and 
placement in Figure 3.
　According to Mittelstadt, these four dimensions 
contain the key aspects of social integration. 
The first dimension depicted in Figure 3 is 
acculturation, which includes the cultural 
knowledge and language competencies needed 
for interaction and is part of the socialisation 
process into a society. Interaction refers to the 
building and maintaining of social relationships 
in daily life. Identification encompasses the 
emotional relationship between the actor and 
the society, a subjective feeling of belonging. 
Placement here means the position in a society 
and the rights gained with it, whether by 
citizenship or economic position （2015）.
　This paper will take these four aspects 
to evaluate the favourable outcomes of the 
integration process in ten Muslim women from 
immigrant families in the United States. The 
outcome can be seen through their interaction 
and communication with their American 
followers on their Instagram accounts. To 
develop the evaluation tools, this paper will use 
the content analysis method created by Bernard 
Berelson. Berelson defines content analysis as a 
research technique for the objective, systematic 
and quantitative description of the manifest 
content of communication （1952）. Textual and 
visual analysis of Instagram posts are applied by 
analysing these through “two categories from 
the content analysis method : image content 
through its theme, and external relationship 
through the number of comments” （Liu & Suh, 
Figure 3. Dimensions of social integration from Mittelstadt adaptation based on Esser （2001）. Source: 
“Social Media Use and Social Integration of Ethnic Minorities in Germany : A New Interdisciplinary 
Framework.” Athens Journal of Mass Media and Communications, vol. 2, no. 1, 2015, pp. 21–32., 
doi:10.30958/ajmmc.2.1.2.
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2017）. Thus, by taking the two methods of 
content analysis to measure the four dimensions 
of the key aspects of social integration in the 
Instagram posts of these ten Muslim women, 
the result of applying hijab fashion can be seen.
　Non-probability sampling method was conducted 
based on four criteria. First, the subjects are US 
citizens from Muslim descendants. Second, all 
of the subjects have to wear the hijab in their 
daily outfit and mix it with other fashion items, 
such as make-up, bags, shoes and accessories. 
Third, the subjects regularly post their hijab 
fashion photos to their Instagram accounts. 
Fourth, the subjects were chosen based on the 
number of the followers from their Instagram 
account. The number of followers must be 
at least 10,000 to show that they are actively 
engaged with their Instagram account. The 
subjects are a representative of the growing 
group of Muslim women in the United States 
known as “hijabistas”, which means Muslim 
women who follow Western trends. They can 
be recognised by their way of mixing the hijab 
and other fashion items, such as bags, shoes, 
accessories and make-up.
　Data collection was conducted over three 
months, December 2019 to March 2020. There 
are five different themes related to the key 
aspects of social integration that occurred 
in this period : Christmas Day, New Year’s 
Eve, Valentine’s Day, International Women’s 
Day and Super Tuesday （the United States 
Presidential Primary Election）. Some of the ten 
Muslim women supported and celebrated the 
events by posting photos based on the theme 
events on their Instagram account. The theme 
that has the most comments from American 
people showed the acceptance of the local 
people in the host society of Muslim women 
from immigrant family.
7 . RESULT AND ANALYSIS
　The results demonstrate that for the acculturation 
aspect in Table 1, Valentine’s Day was the most 




Theme : Cultural Knowledge
International 
Women’s Days Valentine’s Day New Year’s Eve Christmas Day
Melanie 0 7 0 13
Aysha Harun 5 8 5 0
Ibtihaj Muhammad 0 0 0 0
Linda Sarsour 0 0 7 4
Summer Albarcha 0 2 6 0
Leena Snoubar 0 13 16 10
Dr Noor 6 0 3 0
Noor Tagouri 9 10 4 7
Halima Aden 13 7 12 0
Dr Fatima Fahs 0 25 12 0
Percentage of 
categories 16.18% 35.29% 31.86% 16.67%
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（35.29%） out of for different themes ; the number 
of Muslim women who posted about this day 
was the highest in number. This theme also 
earned the most comments among the other 
four themes. The New Year’s celebration was 
the second most prevalent theme （31.86%）. 
Christmas Eve followed in third place （16.67%）, 
with International Women Days in fourth place 
（16.18%）.
　As for the interaction aspect in Table 2, the 
results showed that the highest average number 
of comments on the photos posted between 
December 2019 and March 2020, was earned by 
Fatima Fahs （11.64）. It was followed by Halima 
Aden （8.15） and Ibtihaj Muhammad （7.96）.
　From December 2019 and March 2020, the 
theme which describes the subjective feeling of 
belonging for the identification aspect in Table 
3 was the United States Presidential primary 
election, Super Tuesday, in Early March. Two 
out of ten Muslim women posted about Super 
Tuesday in their Instagram accounts.
　For the placement aspect in Table 4, paid 
promotion was the most favourable theme 
for showing involvement in society （29.73%）. 
Attending national events was the second most 
favourable theme （16.55%）, with the third 
attending fashion events （12.33%）.
8 . Conclusion
　The ten Muslim women here all come from 
immigrant families and were born and raised 
Table 3
Identification





















Melanie 325 61 5.33
Aysha Harun 222 46 4.83
Ibtihaj Muhammad 199 25 7.96
Linda Sarsour 348 59 5.90
Summer Albarcha 120 51 2.35
Leena Snoubar 250 55 4.55
Dr Noor 130 30 4.33
Noor Tagouri 308 46 6.70
Halima Aden 318 39 8.15
Dr Fatima Fahs 128 11 11.64
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in the United States. All these women can be 
classified as hijabistas because they incorporate 
their hijab with Western fashion style. These 
hijabistas are in their late 20 and early 30. Five 
of them work in fashion-related industries. 
Two of them work as social activists, authors 
or journalists. One of them is a fencing athlete. 
The other two are an ophthalmologist and a 
dermatologist. They regularly post on their 
activities while wearing a fashionable hijab on 
their Instagram accounts. Over the three-month 
period of data collection, the total photos posted 
by the ten hijabistas on their Instagram were 
423, with total comments by their American 
non-Muslim followers at 2.348.
　The application of Mittelstadt’s dimension 
of social integration, which combined with 
Berelson’s content analysis to evaluate these 
hijabistas’ Instagram posts, could explain their 
integration process. As can be seen from the 
result of the analysis, the cultural knowledge 
theme on Valentine’s Day （35.29%） has the 
highest role for the acculturation dimension as 
it received most comments. It can be concluded 
that for the acculturation process, the more 
these hijabistas post their photos celebrating 
the cultural event, the more they receive 
comments from their American non-Muslim 
followers. For the interaction dimension, it 
can be seen that Dr Fatima Fahs received the 
highest average number of comments （11.64） 
in her posts for the three-months period. The 
American Muslim fashion model Halima Aden 
received the second highest average number 
of comments （8.15）; she was followed by the 
American fencing athlete Ibtihaj Muhammad, 
in third place （7.96）. This average number of 
comments reached by the hijabistas showed 
that the self-brand image created by them 
through their role in the host society would 
receive most attention from American non-


















Melanie 8 13 0 10 0 7 0
Aysha Harun 0 0 0 32 0 0 7
Ibtihaj 
Muhammad 0 0 0 43 20 0 21
Linda Sarsour 6 0 0 10 25 0 0
Summer 
Albarcha 0 0 0 16 0 0 12
Leena Snoubar 0 0 0 22 10 0 0
Dr Noor 0 0 0 0 8 0 0
Noor Tagouri 15 0 0 9 20 24 30
Halima Aden 16 30 0 21 15 8 3
Dr Fatima Fahs 0 0 45 13 0 0 0
Percentage of 
categories 8.67% 8.29% 8.67% 33.91% 18.88% 7.51% 14.07%
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on the subjective feeling of belonging with 
Super Tuesday, only two hijabistas posted 
about it. These are Linda Sarsour, who works 
as a social activist and author, and by Melanie 
Elturk, the CEO of an American hijab brand 
company. These two hijabistas’ occupations 
make them work with American politicians 
such as Bernie Sanders and Ilhan Omar （as also 
shown in their Instagram accounts）. For the 
placement dimension with the involvement in 
society theme, paid promotion activity received 
the highest comments （29.73%） from followers. 
Nine out of ten hijabistas also posted their paid 
promotional photos. It can also be concluded 
that from this activity, the hijabistas reached 
the highest interaction with their American non-
Muslim followers.
　Thus, the roles of this blending of the hijab 
and fashion （including putting on make-up, 
and wearing Western-style clothes, shoes, bags, 
etc.） in helping Muslim women to be socially 
integrated better, can be concluded in two ideas. 
First, in wearing them, it shows non-Muslim 
society that Muslim women are not resistant 
to mainstream Western cultures. Second, it 
brings about a broader understanding among 
non-Muslim on the distinctive style of Muslim 
women’s clothing, it resists popular stereotypes 
that the hijab is a form of oppression of women. 
In general, this also implies that Muslims are 
not exceptionally resistant in terms of levels 
of integration, as some studies have suggested 
（Bisin, Patacchini, Verdier, & Zenou, 2008）. 
Instead, according to Inglehart and Norris, 
Muslim migrants move into Western countries 
without rigidly fixed attitudes, gradually 
absorbing much of the host culture （2003）. 
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